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Academic and language requirements 
Courses are open to Undergraduate and Graduate students providing that applicants have the pre-requisites 
specified in the course’s syllabus. 
 
For non-native English speakers: a B2 level (CEFR) or equivalent is required. Official test scores (e.g., TOEFL 
iBT 83, IELTS 6.0, TOEIC 790) are not mandatory; a certificate or written confirmation from a language professor 
at your home university is sufficient. 
 
 
 

Additional information 
For details about study programmes offered by EM Normandie please contact: 
 
Adam AHARRAM, International Project Manager 
short-term@em-normandie.fr  
  

mailto:short-term@em-normandie.fr
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COURSE TITLE CREATION IN LUXURY UNIVERSES 

Catchphrase 
From Artistic Direction to Brand Icons in Fashion, Beauty, Gastronomy & 
Travel 

Session & Campus Session 2 – Clichy Campus 

Teaching delivery On campus, attendance mandatory 

Workload (1h = 60 min) 30 class-hours + Independent learning hours 
 ECTS 

credits 
 6 

Professors Pascal Iakovou 
Founder & Editor-in-Chief of Luxsure Group 
Social media Expert for more 20 years. 

✉️ pascal.iakovou@luxsure.fr 

 Pre-requisite(s)  
for attending the course / 
Level of studies 

To facilitate understanding, students should have a basic knowledge of marketing or brand 
management and an interest in the luxury and creative industries. 
The course is open to undergraduate and graduate students. 

Learning goal(s) • Understand the specificities of the luxury industry through its creative dimension across key 
sectors (fashion, beauty, jewelry, gastronomy, travel). 

• Analyze how luxury brands create value through artistic direction, craftsmanship, and 
storytelling. 

• Connect creation and brand identity to strategic, cultural, and emotional value creation. 

  

Learning objective(s)  By the end of the course, participants will be able to: 

▪ Identify how artistic direction and creative leadership shape brand identity and desirability. 

▪ Understand the strategic role of creation beyond marketing — “At LVMH, we don’t do 
marketing, we create.” 

▪ Analyze the mechanisms through which creativity, heritage, and cultural narratives build 
enduring icons across luxury sectors. 

mailto:pascal.iakovou@luxsure.fr
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Learning outcome(s) By the end of this course, students are able to: 

▪ Recognize the creative processes and leadership models behind major luxury houses 
(e.g., Chanel, Dior, Louis Vuitton, Boucheron, Dom Pérignon, Alain Ducasse). 

▪ Apply analytical models (such as the N.A.V. Brand Identity Model and Greimas Semiotic 
Model) to decode the creative DNA of a brand. 

▪ Develop an understanding of aesthetic codes, heritage, and storytelling as strategic levers 
of desirability. 

▪ Build a critical perspective on how creative direction translates into tangible products, 
experiences, and cultural impact. 



 
 International Summer School 2026 

  
 
  
 

5 

Course description  Module 1 – Creation in Fashion & Accessories 
What is luxury ? What are the stakes for luxury industry? 
China, the future of luxury market ? 
The evolving role of the Artistic Director: from guardian of codes to cultural visionary. 
Case studies: Jonathan Anderson at Dior, Pharrell Williams at Louis Vuitton, Chanel Métiers d’art, Maria 
Grazia Chiuri at Dior. 
Understanding creative DNA: storytelling, aesthetic codes, and brand mythologies. 
The N.A.V. Model (Narratives, Aesthetics, Values). 
 
Group workshop 1 
 
Module 2 – Creation in Jewelry & Watchmaking 
Craftsmanship and symbolic heritage: how high jewelry becomes a narrative of eternity. 
Case study: Boucheron, Chaumet, and Cartier — from craft to emotional design. 
The emotional semiotics of materials, shapes, and icons. 
 
Group workshop 2 
 
Module 3 – Creation in Beauty & Perfume 
The “nose” as an auteur: translating emotions into scent. 
From couture to olfactory identity: Chanel N°5, Dior J’adore, Louis Vuitton Extraits. 
Sensory storytelling and the art of desire. 
 
Group workshop 3 
 
Module 4 – Creation in Wines & Spirits 
The Chef de Cave and the Master Blender as artistic directors of taste. 
Case studies: Dom Pérignon (Vincent Chaperon), Krug (Julie Cavil), Hennessy (Renaud Fillioux de Gironde). 
From terroir to brand icon: how heritage, patience, and refusal (“the power of no”) create value. 
Packaging as the final act of artistic direction. 
 
Group workshop 4 
 
Module 5 – Creation in Gastronomy 
French haute cuisine as cultural heritage (Carême, Escoffier, Ducasse, Bras). 
Michelin stars, brand persona, and the art of experience. 
Immersive and sensorial dining as storytelling. 
 
Group workshop 5 
 
Module 6 – Creation in Travel & Hospitality 
The luxury of space, time, and emotion: from “Palace” hotels to experiential travel. 
Understanding luxury travelers (UHNWI, HNWI, Millennials, Gen Z). 
Case studies: Hôtel de Crillon, Four Seasons, Aman Resorts. 
The rise of sustainability, wellness, and personalization in contemporary travel. 
 
Final exam 
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Teaching Material Students will receive: 
Slide decks summarizing theoretical frameworks and brand cases 
Access to curated readings, articles, and video resources 
A creative analysis toolkit (N.A.V. Model, Greimas Semiotic Square, Brand Pyramid) 
In-class business cases and best-practice portfolios 

Evaluation criteria Continuous assessment: 40% 
- Type: Group brand analysis and in-class 

creative exercises 
- Description: Students will analyze a 

luxury brand’s creative strategy and 
present how its artistic direction 
reinforces desirability. 

Final assessment:60% 
- Type: Individual written exam and short 

business case 
- Description: Students will apply models and 

insights learned throughout the course to 
evaluate and propose improvements to a 
brand’s creative direction. 

Recommended 
readings 

Consult teaching materials (will be accessible on moodle platform during class period) 
as well as: 

• Kapferer, J.-N., & Bastien, V. (2012). The Luxury Strategy: Break the Rules of Marketing to 
Build Luxury Brands. 

• Chevalier, M., & Mazzalovo, G. (2020). Luxury Brand Management in Digital and Sustainable 
Times. 

• Okonkwo, U. (2016). Luxury Fashion Branding: Trends, Tactics, Techniques. 

• Ko, E., Costello, J. P., & Taylor, C. R. (2019). What is a Luxury Brand? Journal of Business 
Research, 99, 405–413. 

 
Complementary Readings & Case Sources 

• Business of Fashion, Vogue Business, Forbes, Luxe.digital, Harvard Business Review 

• Interviews and documentaries (available via course links): Pharrell at Louis Vuitton, Maria 
Grazia Chiuri’s Feminist Dior, Chanel Métiers d’Art Dakar, Alain Ducasse au Plaza Athénée, 
Dom Pérignon Vintage Philosophy, Hennessy Legacy Film. 

 
 
 


